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Summary

Author of the article based on Delover state legislation
describes Corporates in USA. In his opinion state Delover has
the most advanced legislation on corporates. In this work author
gives definition of the “corporate” notion.
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Summary

In this article the buyer’s model of consumer’s behaviour
on a political market is being under consideration. Particulary
the process of decision making for purchase (voting) is shown.
The marketing strategies used on each stage of the purchasing
process are stated.
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